
















についての研究が多かった (Oberecker, Riefler, and Diamantopoulos 2008;
Oberecker and Diamantopoulos 2011)。もっともよく知られているのは，敵意
(consumer animosity) 研究 (Klein, Ettenson, and Morris 1998) や消費者自民族中心





やナショナリズム (nationalism) (Kosterman and Feshbach 1989) などもある。
一方で，外国へのポジティブな感情は度々報告されているのにも関わら
ず (Riefler and Diamantopoulos 2007)，それが消費者行動に与える影響は長い間
研究対象とされることが少なく，アンバランスな状態が続いていた
(Verlegh 2001; Oberecker, Riefler, and Diamantopoulos 2008; Oberecker and
Diamantopoulos 2011)。
しかし，特定の国や地域へのポジティブな感情は，製品やブランド，サ
ービスへの利用意図を高めうる (Jeff and Nebenzahl 2006)。この問題について，
コンシュマー・アフィニティ (consumer affinity) 概念を用いながら正面から


































もある点は特筆に値する (Swann 1987; Nes, Yelkur, and Silkoset 2014)。
本稿では，消費者行動分野で初めてコンシュマー・アフィニティ概念に
関する詳細な考察を行った Oberecker, Riefler, and Diamantopoulos (2008) の




1) Liking for or attraction to a person or thing; natural inclination towards something;
sympathy and understanding for something (Oxford English Dictionary 3th, Sep.
2012).
2) Affinity is an individual’s level of cohesiveness, social bonding, identification, and
conformity to the norms and standards of a particular group. (Macchiette and Roy
1992, p. 48)
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図 1 外国製品の消費の動因




































(Klein, Ettenson, and Morris 1998)

















3) A feeling of liking, sympathy, and even attachment toward a specific foreign country
that has become an in-group as a result of the consumer’s direct personal experience
and/or normative exposure and that positively affects the consumer’s decision making
associated with products and services originating from the affinity country(Oberecker,
Riefler, and Diamantopoulos 2008, p. 26)
4) Animosity is defined as the remnants of antipathy related to previous or ongoing
military, political, or economic events (Klein, Ettenson, and Morris, 1998, p. 90).
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いる (Oberecker and Diamantopoulos 2011)。先行研究および先の論文における
定性データに基づいて抽出された質問項目を用いて，オーストリアの消費
者を対象に実施されたオンライン調査データから，アフィニティの 2 因子









Oberecker and Diamantopoulos (2011) は，コンシュマー・アフィニティの
測定において感情的アプローチをとっている。すなわち，特定の国への消
費者の純粋な感情について測定し，その因子構造を共感 (sympathy) と愛着
(attachment) で捉えている。その後，同尺度は Bernard and Zarrouk-Karoui
(2014)，Naseem, Verma and Yaprak (2015), Halim and Zulkarnain (2017) などで
も採用されている。なお，測定対象は Oberecker and Diamantopoulos (2011)
はオーストリア人，Bernard and Zarrouk-Karoui (2014) はフランス人で，好
きな国を挙げさせてその国への感情を測定する方式をとっている。一方で，










に Nes, Yelkur, and Silkoset (2014) では，アメリカとノルウェーで行ったデ
プス・インタビュー結果と既存研究の知見を合わせて尺度開発を行った。
そこから浮かび上がったのは，文化/ランドスケープ，音楽/エンターテイ
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図 � Asseraf and Shoham (2016) の分析モデル























and Silkoset (2014) ではノルウェー消費者を被験者に，アメリカおよびフラ
ンスへのアフィニティがカントリー・イメージを通して購買意図に影響を





















察を行ったのが Asseraf and Shoham (2016) である図 �。イスラエルのユダ
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Jeff and Nebenzahl (2006)，Oberecker, Riefler, and Diamantopoulos (2008) な
どの初期の研究は，アフィニティと敵意を同一概念の両極に位置付けてい
る。しかし，心理学的に，正の感情と負の感情は互いに独立した概念であ
り，共存できるものである (Larsen, McGraw, and Cacioppo 2001; Verlegh 2001)。
Oberecker らは正の感情と負の感情の共存について言及していないが，
これらの二つの感情を同時に持つことは決して珍しいことではない
(Amine 2008; Bandyopadhyay, Wongtada, and Rice 2011; Jaffe and Nebenzahl 2006;
Wongtada, Rice, and Bandyopadhyay 2012)。例えば，Amine (2008) では，反米主
義とフランス嫌いをめぐる消費者の相反する態度を記録している。






共存問題について正面から議論したのは，Asseraf and Shoham (2016;




ることが判明した。さらに，Asseraf and Shoham (2017) では，アフィニテ
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○○人と接した経験は望ましいものだった 0.720 0.192 0.155
○○人のライフスタイルが好きだ 0.713 0.181 0.264
0.1960.0300.192○○の音楽が好きだ
0.159














































いるが，それぞれ Cleveland, Laroche, and Papadopoulos (2009) および Shimp







カが好きな被験者では 56％（54 名のうち，30 名），韓国が好きな被験者で
は 62％（21名のうち，13名）であった。
次に，コンシュマー・アフィニティの項目について主成分分析を行った
(SPSS 23)。固有値が 1 以上，共通性が 0.5 以上，回転後の因子負荷量 0.5
以上，2 つ以上の因子に重複しないことを基準に項目の選別を行った。結
果，17 の質問項目のうち残ったのは 14 項目である。なお，これら 4 因子
で 73％の分散が説明され，各因子のクロンバックα値はいずれも許容レ
ベルの 0.7を超えており，尺度の信頼性が確認された。
残った 14 項目から抽出された 4 因子について回転後の成分行列から，
それぞれ人/ライフスタイル，政治，自然/文化，エンターテイメントと名
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=0.187，p=0.005)，政治 (β=0.130，p=0.049)，自然 /文化 (β=0.278，p=
0.000)，エンターテイメント(β=0.215，p=0.001)と，全因子が有意に影響
している。一方，旅行意図では人/ライフスタイル (β=0.0.259，p=








































統計によると，2019 年 1 月〜9月までの韓国からの訪日観光客数は前年比
13％減の 493 万人だが，依然中国に次ぎ第 2 位を占めている6)。一方で，
日本人旅行客の目的地別集計を見ると，こちらは政治情勢に関係なく，い
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られている合理的行為理論 (Theories of Reasoned Action) によると，ある行動
への意図の形成には、行動そのものに対する態度と行動の実現にあたって
の社会的な影響への知覚，すなわち主観的規範の 2 つの要素が主に働く
(Fishbein & Ajzen, 1975)。同理論はその後膨大な研究によって分析枠組みと





ィと規範的なアフィニティは区別して考えられている (Hartz, Watson, and
Noyes 2005)。前者は個人のユニークな体験や心理に基づくに対して，後者
はマスメディアや SNS によって提供された情報に基づく場合が多く，東











Amine, Lyn Suzanne. “Country-of-origin, animosity and consumer response: Marketing
implications of anti-Americanism and Francophobia.” International Business Review
17.4 (2008): 402-422.
Asseraf, Yoel, and Aviv Shoham. “The “tug of war” model of foreign product purchases.”
European Journal of Marketing 50.3/4 (2016): 550-574.
Asseraf, Yoel, and Aviv Shoham. “Destination branding: The role of consumer affinity.”
Journal of destination marketing & management 6.4 (2017): 375-384.
Bandyopadhyay, S., N. Wongtada, and G. Rice. “Measuring the impact of inter-
attitudinal conflict on consumer evaluations of foreign products”, Journal of
Consumer Marketing, Vol. 28 No. 3 (2011): 211-224.
Bernard, Yohan, and Sarra Zarrouk-Karoui. “Reinforcing willingness to buy and to pay
due to consumer affinity towards a foreign country.” International Management
Review 10.2 (2014): 57-67.
Cakici, N. Meltem, and Paurav Shukla. “Country-of-origin misclassification awareness
and consumers’ behavioral intentions: Moderating roles of consumer affinity,
animosity, and product knowledge.” International Marketing Review 34.3 (2017):
354-376.
Cleveland, Mark, Michel Laroche, and Nicolas Papadopoulos. “Cosmopolitanism,
consumer ethnocentrism, and materialism: An eight-country study of antecedents and
outcomes.” Journal of International Marketing 17.1 (2009): 116-146.
Druckman, Daniel. “Nationalism, patriotism, and group loyalty: A social psychological
perspective.” Mershon international studies review 38.Supplement_1 (1994): 43-68.
Fishbein, Martin, and Icek Ajzen. “Intention and Behavior: An introduction to theory and
research.” (1975).















られている合理的行為理論 (Theories of Reasoned Action) によると，ある行動
への意図の形成には、行動そのものに対する態度と行動の実現にあたって
の社会的な影響への知覚，すなわち主観的規範の 2 つの要素が主に働く
(Fishbein & Ajzen, 1975)。同理論はその後膨大な研究によって分析枠組みと





ィと規範的なアフィニティは区別して考えられている (Hartz, Watson, and
Noyes 2005)。前者は個人のユニークな体験や心理に基づくに対して，後者
はマスメディアや SNS によって提供された情報に基づく場合が多く，東











Amine, Lyn Suzanne. “Country-of-origin, animosity and consumer response: Marketing
implications of anti-Americanism and Francophobia.” International Business Review
17.4 (2008): 402-422.
Asseraf, Yoel, and Aviv Shoham. “The “tug of war” model of foreign product purchases.”
European Journal of Marketing 50.3/4 (2016): 550-574.
Asseraf, Yoel, and Aviv Shoham. “Destination branding: The role of consumer affinity.”
Journal of destination marketing & management 6.4 (2017): 375-384.
Bandyopadhyay, S., N. Wongtada, and G. Rice. “Measuring the impact of inter-
attitudinal conflict on consumer evaluations of foreign products”, Journal of
Consumer Marketing, Vol. 28 No. 3 (2011): 211-224.
Bernard, Yohan, and Sarra Zarrouk-Karoui. “Reinforcing willingness to buy and to pay
due to consumer affinity towards a foreign country.” International Management
Review 10.2 (2014): 57-67.
Cakici, N. Meltem, and Paurav Shukla. “Country-of-origin misclassification awareness
and consumers’ behavioral intentions: Moderating roles of consumer affinity,
animosity, and product knowledge.” International Marketing Review 34.3 (2017):
354-376.
Cleveland, Mark, Michel Laroche, and Nicolas Papadopoulos. “Cosmopolitanism,
consumer ethnocentrism, and materialism: An eight-country study of antecedents and
outcomes.” Journal of International Marketing 17.1 (2009): 116-146.
Druckman, Daniel. “Nationalism, patriotism, and group loyalty: A social psychological
perspective.” Mershon international studies review 38.Supplement_1 (1994): 43-68.
Fishbein, Martin, and Icek Ajzen. “Intention and Behavior: An introduction to theory and
research.” (1975).




6) ただし，不買運動の影響が顕著に出た 8 月〜9 月は 48％，58％減となってお
り，これからさらに続く可能性がある。
Halim, Rizal Edy, and Elszuary Abrar Uzi Zulkarnain. “The effect of consumer affinity
and country image toward willingness to buy.” Journal of Distribution Science 15.4
(2017): 15-23.
Hartz, Arthur, David Watson, and Russell Noyes. “Applied study of affinities for personal
attributes using an epidemiological model.” Social Behavior and Personality: an
international journal33.7 (2005): 635-650.
Jaffe, Eugene Donald, and Israel D. Nebenzahl. National image & competitive advantage:
the theory and practice of place branding. Copenhagen Business School Press, 2006.
Klein, Jill Gabrielle, Richard Ettenson, and Marlene D. Morris. “The animosity model of
foreign product purchase: An empirical test in the People’s Republic of China.”
Journal of marketing 62.1 (1998): 89-100.
Kosterman, Rick, and Seymour Feshbach. “Toward a measure of patriotic and
nationalistic attitudes.” Political psychology (1989): 257-274.
Larsen, Jeff T., A. Peter McGraw, and John T. Cacioppo. “Can people feel happy and sad
at the same time?.” Journal of personality and social psychology 81.4 (2001): 684.
Macchiette, Bart, and Abhijit Roy. “Affinity marketing: what is it and how does it work?.”
Journal of Services Marketing 6.3 (1992): 47-57.
Naseem, Nayyer, Swati Verma, and Attila Yaprak. “Global Brand attitude, perceived
value, consumer affinity, and purchase intentions: a multidimensional view of
consumer behavior and global brands.” International Marketing in the Fast
Changing World. Emerald Group Publishing Limited, 2015. 255-288.
Nes, Erik Bertin, Rama Yelkur, and Ragnhild Silkoset. “Consumer affinity for foreign
countries: Construct development, buying behavior consequences and animosity
contrasts.” International Business Review 23.4 (2014): 774-784.
Oberecker, Eva M., Petra Riefler, and Adamantios Diamantopoulos. “The consumer
affinity construct: conceptualization, qualitative investigation, and research agenda.”
Journal of International Marketing 16.3 (2008): 23-56.
Oberecker, Eva M., and Adamantios Diamantopoulos. “Consumers’ emotional bonds
with foreign countries: does consumer affinity affect behavioral intentions?.” Journal
of International Marketing 19.2 (2011): 45-72.
Riefler, Petra, and Adamantios Diamantopoulos. “Consumer cosmopolitanism: Review
and replication of the CYMYC scale.” Journal of Business Research 62.4 (2009):
407-419.
Shimp, Terence A., and Subhash Sharma. “Consumer ethnocentrism: construction and
validation of the CETSCALE.” Journal of marketing research 24.3 (1987): 280-289.
Swann, William B., et al. “The cognitive-affective crossfire: When self-consistency
confronts self-enhancement.” Journal of personality and social psychology 52. 5
(1987): 881.
Swift, Jonathan S. “Cultural closeness as a facet of cultural affinity: A contribution to the
theory of psychic distance.” International Marketing Review 16.3 (1999): 182-201.
Tajfel, Henri. “Social psychology of intergroup relations.” Annual review of psychology
33.1 (1982): 1-39.
Usunier, Jean - Claude. “Relevance in business research: the case of country - of - origin
research in marketing.” European Management Review 3.1 (2006): 60-73.
Verlegh, Peeter WJ. Country-of-origin effects on consumer product evaluations. 2001.
Wongtada, Nittaya, Gillian Rice, and Subir K. Bandyopadhyay. “Developing and
validating affinity: A new scale to measure consumer affinity toward foreign
countries.” Journal of International Consumer Marketing 24.3 (2012): 147-167.
Woo, Ka-shing, Henry KY Fock, and Michael KM Hui. “An analysis of endorsement
effects in affinity marketing: The case for affinity credit cards.” Journal of
Advertising 35.3 (2006): 103-113.
Zeugner-Roth, Katharina Petra, Vesna Žabkar, and Adamantios Diamantopoulos.
“Consumer ethnocentrism, national identity, and consumer cosmopolitanism as
drivers of consumer behavior: A social identity theory perspective.” Journal of
international marketing 23.2 (2015): 25-54.




Halim, Rizal Edy, and Elszuary Abrar Uzi Zulkarnain. “The effect of consumer affinity
and country image toward willingness to buy.” Journal of Distribution Science 15.4
(2017): 15-23.
Hartz, Arthur, David Watson, and Russell Noyes. “Applied study of affinities for personal
attributes using an epidemiological model.” Social Behavior and Personality: an
international journal33.7 (2005): 635-650.
Jaffe, Eugene Donald, and Israel D. Nebenzahl. National image & competitive advantage:
the theory and practice of place branding. Copenhagen Business School Press, 2006.
Klein, Jill Gabrielle, Richard Ettenson, and Marlene D. Morris. “The animosity model of
foreign product purchase: An empirical test in the People’s Republic of China.”
Journal of marketing 62.1 (1998): 89-100.
Kosterman, Rick, and Seymour Feshbach. “Toward a measure of patriotic and
nationalistic attitudes.” Political psychology (1989): 257-274.
Larsen, Jeff T., A. Peter McGraw, and John T. Cacioppo. “Can people feel happy and sad
at the same time?.” Journal of personality and social psychology 81.4 (2001): 684.
Macchiette, Bart, and Abhijit Roy. “Affinity marketing: what is it and how does it work?.”
Journal of Services Marketing 6.3 (1992): 47-57.
Naseem, Nayyer, Swati Verma, and Attila Yaprak. “Global Brand attitude, perceived
value, consumer affinity, and purchase intentions: a multidimensional view of
consumer behavior and global brands.” International Marketing in the Fast
Changing World. Emerald Group Publishing Limited, 2015. 255-288.
Nes, Erik Bertin, Rama Yelkur, and Ragnhild Silkoset. “Consumer affinity for foreign
countries: Construct development, buying behavior consequences and animosity
contrasts.” International Business Review 23.4 (2014): 774-784.
Oberecker, Eva M., Petra Riefler, and Adamantios Diamantopoulos. “The consumer
affinity construct: conceptualization, qualitative investigation, and research agenda.”
Journal of International Marketing 16.3 (2008): 23-56.
Oberecker, Eva M., and Adamantios Diamantopoulos. “Consumers’ emotional bonds
with foreign countries: does consumer affinity affect behavioral intentions?.” Journal
of International Marketing 19.2 (2011): 45-72.
Riefler, Petra, and Adamantios Diamantopoulos. “Consumer cosmopolitanism: Review
and replication of the CYMYC scale.” Journal of Business Research 62.4 (2009):
407-419.
Shimp, Terence A., and Subhash Sharma. “Consumer ethnocentrism: construction and
validation of the CETSCALE.” Journal of marketing research 24.3 (1987): 280-289.
Swann, William B., et al. “The cognitive-affective crossfire: When self-consistency
confronts self-enhancement.” Journal of personality and social psychology 52. 5
(1987): 881.
Swift, Jonathan S. “Cultural closeness as a facet of cultural affinity: A contribution to the
theory of psychic distance.” International Marketing Review 16.3 (1999): 182-201.
Tajfel, Henri. “Social psychology of intergroup relations.” Annual review of psychology
33.1 (1982): 1-39.
Usunier, Jean - Claude. “Relevance in business research: the case of country - of - origin
research in marketing.” European Management Review 3.1 (2006): 60-73.
Verlegh, Peeter WJ. Country-of-origin effects on consumer product evaluations. 2001.
Wongtada, Nittaya, Gillian Rice, and Subir K. Bandyopadhyay. “Developing and
validating affinity: A new scale to measure consumer affinity toward foreign
countries.” Journal of International Consumer Marketing 24.3 (2012): 147-167.
Woo, Ka-shing, Henry KY Fock, and Michael KM Hui. “An analysis of endorsement
effects in affinity marketing: The case for affinity credit cards.” Journal of
Advertising 35.3 (2006): 103-113.
Zeugner-Roth, Katharina Petra, Vesna Žabkar, and Adamantios Diamantopoulos.
“Consumer ethnocentrism, national identity, and consumer cosmopolitanism as
drivers of consumer behavior: A social identity theory perspective.” Journal of
international marketing 23.2 (2015): 25-54.




成城・経済研究 第 227 号（2020 年 2 月）
─ 20 ─
付録 consumer affinity の測定項目
Culture/landscape
1. I appreciate this
country’s history.
2. I appreciate food
and cuisine.
3. I like the nature and
landscape in .
4. I like this country’s arts.
5. I like this country’s
architecture.
Business achievement
1. The is the world business leader.
2. companies are very competitive.
3. All of the leading ompanies in the world
are located in the .
4. There are a lot of business opportunities in
the .
Music/entertainment
1. I like music.
2. I like the movies and
entertaiment from .
3. I like the language
in .
Affinity
1. I like .
2. I feel fondness for .
Technology & innovation affinity
1. The is one of the most important
centers of new knowledge in the world.
2. I like the high technology and new
innovations that come out of the .
3. The sevice quality in the is definitely
world class.
4. The continuously improves its
technology.
Scenery and infrastructure affinity
1. have high quality of life.
2. The has low corruption allowing the
country to develop rapidly.
3. I would feel very safe when traveling
the bedause its laws are effective.
4. I would love to travel to the to see its
beautiful scenery.
5. I wish the infrastructure in my country was
as efficient as that of .
6. I admire the lifestyle of .
People
1. I feel the people in
are open and friendly to
foreigners.
2. I like the ways of living
in this country.
3. I trust the people in this
country.
4. I like the mentality of
the people in this country.
5. My experiences with
the people from this
country are positive.
6. I cannot identify with
the people from .
Nes et al. (2014)
People affinity
1. I admire the qualities of citizens.
2. I wish I was patrioti as are.
3. are very creative.
4. are friendly.
5. are likable.
6. are open to new ideas.
7. are studious.
8. are well-disciplined.
9. The is the land of opportunity for
everyone.









3. Feelings of sympathy
Oberecker et al. (2011);
Bernard and Zarrouk-Karoui
(2014);
Halim and Zulkarnain (2017)
Contact
1. I know lots of .
2. I worked with
many .
Culture
1. The history of is
very interesting.







1. The scenery in is
natural.
2. The nature in is
wild and diverse.
3. The scenery in is
peaceful and relaxes.
Lifestyle
1. are friendly people.
2. are helpful people.
3. are hospitable
people.
4. are people who
know how to enjoy life.




1. I like government
policies.
2. I like this country’s
political system.
3. The role of the country
in world politics is
admirable.
Education affinity
1. I admire the quality of education in
the .
2. The education in the stresses the
importance of analytical thinking instead of
merely memorizing information.
3. are well-educated.
4. All have the opportunity for a good
education.
温室効果ガス排出量削減へ向けた
日本の化学産業の取り組み
平 野 創
1．日本における環境問題への対策の歴史
本研究の目的は，日本の化学産業による温室効果ガスの排出量削減へ向
けた取り組みと今後の展開について検討することである。第一に，地球温
暖化問題への政策的アプローチにはどのような種類があるのか概観する。
第二に，日本における温室効果ガス排出量削減に向けた取り組み（「自主行
動計画」と「低炭素社会実行計画」）について，その内容を考察する。第三に，
今後，温室効果ガス排出量削減を進めるうえで重要なコンセプトになる
「ライフサイクル・アナリシス」について言及する。
地球温暖化問題への対応に関する議論に入る前に，日本における環境問
題への取り組みの歴史に関して簡単に説明すれば，最も有名な環境問題は
「公害」であった。公害の典型例としては，大気汚染，土壌汚染，騒音，
振動，地盤沈下，悪臭などが存在する。1950〜70 年代初頭にかけての高
度経済成長期に重化学工業化が進むにつれてこれらの問題が深刻化した。
水俣病，第二水俣病，四日市ぜんそく，イタイイタイ病など大規模な公害
問題が発生した。例えば，四日市市では，深刻な大気汚染問題で知られて
いる 2000 年代の中国と同程度の大気汚染に直面していた。しかし，これ
らの問題は相当の努力の結果，改善が見られた。四日市市では，現在まで
に各種環境対策として官・民あわせて 9,837 億円を投じ環境改善を進め，
大気汚染は国の定めた基準を大きく下回る状態になった（四日市市，2019）。
そして，四日市市はこの過程で培われた産業公害防止に関する技術や知識
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